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CHANGES IN SOCIAL MEDIA USE
DURING THE PANDEMIC:
a sustainability view
Maxim Wolf
Birkbeck, University of London

Abstract
This qualitative case study explores changes in professional social media use during and post the covid19-caused lockdowns. The paper contributes to sustainability literature, information systems research
and has theoretical and practical implications. The findings highlight potential positive changes in
organisational routines towards more environmentally sustainable practices, specifically a significant
reduction in business travel continuing after the lockdown. These changes were enabled through changes
in social media use and are sustained through changes in organisational culture. Further, some negative
side effects of changes in social media use, specifically, stress and information overload are highlighted.
A model for explaining sustained changes in technology use is presented and discussed.
Additionally, the study contributes to methodology development by applying and describing the use of
remote video recorded and automatically transcribed interviews for qualitative research.

Keywords: Social Media, Technology Adoption, Qualitative Research, Case Study,
Covid-19, Sustainability

Introduction
The aim of this paper is threefold. First, we present an explorative qualitative study on
the use of social media platforms and building relationships online in a professional
context (Vidgen et al. 2013). Second, the study explores the temporary and permanent
effects of the COVID pandemic on social media use practices. Finally, new remote
communication technologies (Microsoft Teams) were used to conduct and transcribe
the interviews. This paper reports on the practical considerations for conducting remote
video interviews and using automated transcription tools.
The findings of the study are discussed from the viewpoint of sustainability: what is the
impact of the changes of social media use in a professional context on sustainable
practices.
One of the main findings of the study was a persistent reliance on the use of LinkedIn
as a research and marketing platform and the use of Microsoft (MS) Teams as an
internal collaboration and internal as well as external communication platform. On the
one hand, the use of video-conferencing features of MS Teams contributed positively
UKAIS 2022
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(and reportedly sustainably beyond the lockdowns) to the reduction of business travel,
thus supporting sustainable business practices (Gholami et al. 2016; Pan and Zhang
2020; Seidel et al. 2013). On the other hand, the intrusion of professional networking
features into personal lives and the intensity of communication exacerbated by constant
back-to-back video conferences negatively impacted well-being and work-life balance.
Unite Nations’ Sustainable development goals (SDG) address sustainability for the
planet, the animal and plant world, as well as humans. Specifically, the SGD 3, 8 and 9
focus on health and well-being. While SDG 3 is more centred on access to medical care
and vaccines, SDG 8 and 9 focus on personal economic well-being. SDG target 8.3
calls for the promotion of decent jobs and entrepreneurship. Target 8.8 focuses on
employee rights and well-being. Interesting for Information Systems research is also
the target 9.1 which calls for the development of reliable infrastructure and
“specifically, access to information and the use of internet technologies”. In conjunction
with the target 9c – to ensure equal and affordable access to the internet and
information, these goals are closely tied with the aims of Information Systems concerns.
(UN 2021).
Internet technologies, specifically remote communication and social media
technologies have been shown to impact employees’ productivity, well-being and
work-life balance (Adisa et al. 2017; Edmunds and Morris 2000; Eppler and Mengis
2004). Thus, internet technologies are a double-edged sword: on the one hand, they
contribute to the achievement of UN’s SGDs and allow better access to information,
education and research (Pan and Zhang 2020). On the other hand, there are negative
impacts associated with stress and removal of boundaries between personal and
professional lives and unbalancing of the work-life balance (Adisa et al. 2017). A
specific sub-set of internet technologies: social media, has long been contributing to
blurring the boundaries of personal and professional, consumer and producer, legislator
and populace (Gilbert and Karahalios 2009; Howard and Parks 2012; Kapoor et al.
2017; Mergel 2012; Wade et al. 2020).
The COVID pandemic continues to have an impact on our social and professional lives
(Brown and Kirk-Wade 2021). Furlough, working from home and travel restrictions
have disrupted how organisations interact with their customers and prospects.
This study aims at understanding how our professional use of social media has changed
during the pandemic (from Mar 2020 (first lockdowns in UK and Germany) to
November 2021) (Brown and Kirk-Wade 2021; Imöhl and Ivanov 2021). Specifically,
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how the human personal interactions have been augmented by social media. Further,
the study aims at understanding whether these changes are permanent or temporary.
The interviews for this qualitative study were conducted using Microsoft Teams
specifically, using the features of video calling, video-call recording and automatic
transcription. The final contribution of this paper is to report on the experiences of using
Microsoft Teams for conducting interviews (instead of in-person interviews with
multiple voice recordings), having a video recording to enhance the voice recording,
and working with the pre-made automated transcript instead of transcribing the
interviews from tape.
The study presented here is a qualitative study using multiple interviews (Creswell
2013; Silverman 2013; Yin 2009). Qualitative studies have been successfully employed
in Information Systems research (Eisenhardt 1989; Orlikowski and Baroudi 1991;
Wynn Jr and Williams 2012) and provide insights into idiosyncratic uses of technology.
The format of the remainder of the paper is as follows: a brief literature review on social
media and technology use is followed by a description of a case study with a detailed
report on how the qualitative research was carried out. The paper concludes with a
discussion of findings and an outlook of further research.

Literature review
Information Systems research has thus far paid little attention to issues of sustainability
(Malhotra et al. 2013; Melville 2010). However, there is a growing understanding that
Information technologies can enable organisations to introduce environmentally
sustainable practices and procedures, specifically, fuelled by the changes during
COVID (Chen et al. 2008; Pan and Zhang 2020; Zulherman et al. 2021). This paper
answers the call for more research into the contribution of Information Technologies to
sustainability (Gholami et al. 2016; Marett et al. 2013; Melville 2010).
The focus of this paper is the use of social media. Social media has varying and
developing definitions, as the technologies are being extended and developed perhaps
faster than research papers can be published. For this research, social media has been
understood as a set of internet-enabled technologies that allow open equal access to any
user, that further support the creation of connections between the users, creation,
distribution and sharing of content, and collaboration and communication (Boyd and
Ellison 2008; DesAutels 2011; Harrigan et al. 2020; Kaplan and Haenlein 2010; Wolf
2018). A specific sub-set of social media are private social networks or “enterprise
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social media” where subscribing or managing organisations regulate the access and
available features in contrast to public social networks (Leonardi et al. 2013; van Osch
and Bulgurcu 2020).
The communication and collaboration enabling features of social media are evaluated
from the standpoint of creating, building and maintaining relationships with colleagues
and customers (Dolan et al. 2019; Jussila et al. 2011; Vidgen et al. 2013).
During the interviews, participants referred to the use of several social media (Table 1).
The brief descriptions are provided for reference.
Platform / Tool

Description

Main Use

Microsoft Teams

Collaboration and communication Video

calling,

tool. While the primary application document

sharing,

is video calling, Teams allows chat, collaboration and
sharing of documents, spreadsheets self-organisation

into

and polls, chats, creation of multi- virtual interest groups
layered

team

hierarchies

with (aka teams)

restricted access to content
LinkedIn

A public social networking site Connecting
targeting professional users

to

prospects,

colleagues

and

recruiters.

Dissemination
gathering

of

and
work-

related information
Xing.com

A public social networking site Connecting
targeting

professional

users prospects,

primarily in the German-speaking and
countries

to
colleagues
recruiters.

Dissemination
gathering

of

and
work-

related information
WhatsApp

Peer-to-peer chat, voice and video Short message system
calling. Designed for use on a mobile one-to-one and group
device. Allows creation of “groups” messaging
where messages can be shared
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Peer-to-peer chat, voice and video Short message system
calling. Designed for use on a mobile one-to-one and group
device. Allows creation of “groups” messaging
where messages can be shared. Also
allows generation and upload of
content that is publically available

Workplace

The

Facebook

version

for Internal

information

enterprises. Made by Facebook it has sharing
most of the expected features. Users
are self-organised in interest groups
(which are created by the users) and
information is shared, commented,
liked etc. in those groups.
Table 1 – Social Media in use by the Case Organisation

All the social media platforms were in use by the case organisation before the pandemic.
However, the research question focuses on the changes in social media use. Thus, for
the initial interview design, technology adoption literature has been consulted to
identify possible theories that can be used as a guideline for data collection
methodology.
A widely used framework to explain the adoption of technology is the Technology
Adoption Model (TAM) introduced by Davis (1989) allows the development of
quantitative studies and supports measurements of the adoption of new technologies.
The linear model (Figure 1) views technology adoption as a linear process starting with
an external event (stimulus) that triggers a cognitive response: perceived usefulness and
perceived ease of use.

Figure 1 – Technology Acceptance Model (Davis and Venkatesh 1996: 20)
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The perceived usefulness and ease of use would influence the intention to use and
finally the actual use.
For all its simplicity, TAM had some drawbacks for this research. First, it was
developed to conduct and validate qualitative studies. Thus, it gives a robust, yet
inflexible framework for the explanation of a phenomenon. Second, the model was
developed to explain the use of new technology and not the changes in behaviour
towards systems that are already established.
The model has undergone several modifications (Holden and Karsh 2010; Lai 2017). It
formed the basis of the Unified Theory of Acceptance and Use of Technology
(UTAUT) (Venkatesh et al. 2012). TAM, TAM2, TAM3 and UTAUT focussed on
technology adoption within organisational settings. An extension to UTAUT –
UTAUT2 was introduced to encompass private consumers (Venkatesh et al. 2012). The
UTAUT was different from TAMx in so far that it made the pre-conditions for
behavioural intention explicit: Performance and Effort expectancy, Social Influence
and Facilitation Conditions. It further introduced moderating variables of Gender, Age,
Experience and Voluntariness of use (Figure 2).

Figure 2 – Unified Theory of Acceptance and Use of Technology (Venkatesh et al. 2003: 447)

Other technology adoption frameworks were equally considered. The summary by
Holden and a literature review by Lai have proved most helpful (Holden and Karsh
2010; Lai 2017). For brevity, a reference to these papers is included here for a
comprehensive comparison of different adoption frameworks. For this study, a more
generalised version of a “unifying” logic: “individual circumstances” → “intention to
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use” → “actual use” (Lai 2017; Venkatesh et al. 2003) was adopted in the end to create
the initial set of interview questions.

Case Study
The study is a qualitative case study employing interviews as a data collection method
(Silverman 2013; Yin 2009). The data for this study were collected in six individual
interviews in October and November 2021. The data collection, processing and storage
followed ethical principles: all interviews were conducted freely and without pressure;
all participants were given a description of the intended interview content and the
context of the paper. A verbal agreement was sought to record the interview and the
opportunity to decline to answer any question, to stop the interview or recording at any
time, and to review or withdraw answers was presented. To protect the participants’
identity, participants’ names were removed and are presented here as codes e.g.,
“Participant A”. Original recordings were kept encrypted on a secured (Bitlocker)
password protected device.
Case organisation
The case organisation is one of the market leaders in Enterprise Resource Planning
(ERP) and Field Service Management (FSM) software. The organisation is a European
private equity-owned company with operations across the world. Although the products
and services offered are uniform in all regions, the company operates in regional centres
namely Europe, Middle East and Latin America (EME+LATAM), Asia and Pacific
(APAC), and North America (NA). The participants for this study were all from the
European region, specifically from the UK and Ireland and DACH (Germany, Austria
and Switzerland) market units.
With the hit of COVID, the organisation had to adapt and change some of its operating
procedures and protocols, including the way technology has been used internally. One
noteworthy change was the mandated working from home policy that remained in place
at the time of the interviews in Autumn 2021, 18 months after the first lock downs in
March 2020. The employees in the European region are free to decide whether they
want to work from home or remotely. As the latest update from December 2021, remote
work is now encouraged again in line with the government guidelines. A significant
change was that all and any internal meetings (training, team meetings, social events)
have been banned and remain banned since March 2020. Even with the (temporary)
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liftings of lockdowns in the UK, Germany and Austria, all business travel was
discouraged and online meetings were the recommended alternative.
The study focuses on the sales part of the organisation. Traditionally, the sales
representatives were spending a significant part of their working time on the road and
in on-site meetings. Regional and global sales meetings (e.g., annual Sales Kick-off,
Quarterly Business Reviews and regular sales team meetings) were conducted in person
at some of the company’s locations in Europe. The lockdowns and travel restrictions
that were put in place in 2020-2021 forced the sales organisation to adapt. This study
investigates how the adaption took place.
Case Study participants
All participants are sales representatives (Table 2). Job titles and responsibilities of
participants varied depending on the country (market unit) and region, as well as
depending on whether the salesperson was primarily responsible for acquiring new
customers or up-selling into existing customers. For comparability reasons, the work
titles have been adapted to reflect the seniority of the position thus:
Sales Executive

An individual contributor responsible for own quota and
reporting to the Dales Director. This includes executives in new
sales as well as executives in install-base sales (also referred to as
“Key Account manager”)

Sales Director

A management position with direct responsibilities for sales
executives and still carrying their own quota. Reporting to a
country or regional director.

Participant

Position

Region

G

Sales Executive

DACH

J

Sales Executive

UK&I

K

Sales Director

UK&I

M

Sales Director

DACH

O

Sales Executive

DACH

S

Sales Executive

UK&I

Table 2 – Case Study participants

The demographic characteristics (gender, age) or the specific location (Germany,
Ireland, England, etc.) were not considered in the data analysis and are nether recorded
not reported here.
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All participants have more than ten years of work experience in a sales capacity and
have been with the case organisation for at least two years, thus have started before the
COVID-19 pandemic. This allowed the participants to report on the changes in the use
of technology during the pandemic.
Data collection ethics
Prior to the interviews, the participants have been emailed with a request to participate
in the study. Upon receiving a confirmation, the researcher sent out an invitation to an
online meeting using MS Teams. The invitation included the guide questionnaire and
the links to the research ethics website of the researcher’s institution. Further, the
invitation explained the research topic and the purpose of the data collection.
During each interview, before the recording, each participant was asked to give her
consent to being recorded, the data processing and anonymization procedures were
explained, as well as the fact that the participation is voluntary and that the interview
can be interrupted at any time, any question can remain unanswered.
Data collection methodology
The interviews followed a structured open-ended approach (Turner III 2010). The initial
questions were broadly based on the technology acceptance literature, namely TAM,
UTAUT and UTAUT2-models, as discussed in the literature review section (Holden
and Karsh 2010; Venkatesh et al. 2012). The questions encompassed the key constructs
influencing the behaviour (performance, effort, social acceptance, and facilitating
conditions) as well as the perceived or actual changes in the use of technology:
•
•
•
•
•

What technologies are in use?
How do you use them?
Why do you use them (in this way)?
How is the current use different from previous (pre-lockdown) use?
Is the change in use permanent?

All interviews were conducted remotely, using Microsoft Teams (MS Teams) as a
communication platform. The participants could choose whether to join the meeting
with or without video. The individual video stream can be turned on and off at any time
by the participant herself. All bar one interviews were conducted with the video stream
turned on. The reason for not using video for the single interview was the poor internet
connection on the participant’s end.
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MS Teams provides additional features beyond the video conferencing capabilities. The
notable functionalities that were used during the data collection include the recording
feature and the live transcript capture.
The recording feature allows to record an MS Teams meeting. The recording can be
started, interrupted and restarted at any time. The recording captures the audio as well
as the video signal. On reflection, augmenting the voice recording with the video was
very helpful when validating the understanding of what was being said. In some
instances, simply supporting unclear audio. In other cases, gestures e.g. nodding while
saying “I’d be very comfortable if that would be the case” indicated a stronger
agreement with a statement.
The transcript feature automatically captures the speech and transcribes it using
English. Five of the six interviews were conducted in English so that the transcript
feature was used. One interview was conducted in German and was subsequently
transcribed and translated into English.
The automatic transcriptions are not of bad quality (some examples are discussed in the
next chapter “Automated Transcript clean up”). The transcript can be saved in two
different formats: as a text file with timestamp mark-ups, such as it can be used as a
caption’s file in video playback, or as a word document (still with time stamps). There
are some obvious (and perchance amusing) mistakes made by the software, however,
in general, it appears to capture the speech well and copes well with a variety of accents
(Welsh, English, German). As expected, uncommon idiosyncratic abbreviations such
as “SMBU” (Service Management Business Unit) or names as XING (Germanlanguage professional social network, pronounced Zing) are misspelt as “SMB you”
and “Singh” respectively. Overall, the automatic transcription of almost 14,000 words
seems to have been a significant help with data preparation.
Descriptive analysis and data preparation
The data for this study is formed by transcripts of six interviews. Originally, five of the
transcripts were created automatically by MS Teams. Next, the transcripts were verified
by the researcher by listening and watching the recording and reading the transcript in
parallel. Finally, the transcripts were cleaned-up from repetitions and filler words. Each
of the iterations was saved as a separate transcript version so that it was possible to go
back to the previous source.
Each interview lasted approximately 15 minutes, resulting in roughly 2,300 words and
110 sentences.
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Automated Transcript clean up

The interview transcripts were first re-formatted from the original format (Figure 3)
into a tabular format (Figure 4).

Figure 3 – MS Teams automatic transcript

Figure 4 – Reformatted transcript

Each interview was automatically saved as a separate file. While transforming the
interviews from MS Teams format into tabular format, the interviews were combined
into a single file. The column “P(articipant)” was used to keep track of the participant
(in case the rows had to be copied or sorted later).
The interview recordings were then watched and mistakes in the transcription were
corrected. MS Teams did a good job in capturing and understanding speech, despite the
variety of accents spoken, however, some very obvious mistakes were also made (Table
3).
MS Teams Transcript

Actual statement

Including the money mass mailing

including them in any mass mailing

Dude, thank you

don’t think so

when you under Rogan traveling”

when you are on the road, travelling

People hunters had presidents

People [longer pause] had resistance

last week I’ve been a plughole

last week I’ve been up in Hull

I don't want them to know what I do.

I don't want them to know what I do at the weekend.

At the weekend I find that a bit weird.

I find that a bit weird.

CHANGES IN SOCIAL MEDIA USE DURING THE PANDEMIC

Maxim Wolf

Um, I think the the the biggest, the Um, I think the biggest impact on my business, has
biggest impact on my business, has any kind of video conferencing.
any kind of.
Video conferencing.
Table 3 – Examples of mistakes in automated transcription

The punctuation was a particular problem. MS Teams inserted too many full stops and
had broken sentences at any longer pause. These were also corrected.
Data clean up

The corrected and checked transcripts were then cleaned up of repetitions. E.g. the
sentence “I think the the the biggest, the biggest impact on my business, has any kind
of video conferencing” became “I think the biggest impact on my business, has any
kind of video conferencing“.
To get a general “feeling” of data, the interview data have been used to generate a word
cloud (or tag-cloud). The word cloud software analyses the text and creates a list of
words making words larger based on their frequency in the text. The application used
here is monkeylearn.com which has the added advantage of recognising certain word
patterns. For example, instead of understanding “social” and “media” as two distinct
words, it recognises “social media” as one term. The first word cloud (Figure 5) gave
some hints towards what the prevalent themes could be but also hinted at some data
clean-up that might be helpful.
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Figure 5 – Word-Cloud from original interview data

All participants mentioned Microsoft Teams (or simply “teams”) as a platform that
became heavily used in the past two years. To distinguish “Microsoft Teams” as a
product name from the general usage of the word team (e.g. “team meetings” or “asking
my presales team”), all instances of “Microsoft Teams” and all references to MS Teams
by the abbreviated term “Teams” were replaced with the expression “MSTeams”.
Colloquial expressions (“you know”), filler words (blah, yadda) and breaks (Hmm, um)
were also removed to make the statements easier to read. Some interesting statistics for
the readers who got thus far: One interview consisted of the word “yeah” to 1%.
Another interview used 27 times “you know” over 2769 words: that’s 2% of all words
they’ve said. Additionally, they used “yeah” 51 times – that’s another 1.8%. Another
interview contained 1.7% “Ums”, third one: 4% “you know”s.
The cleaned-up data produced a somewhat different word cloud (Figure 6).

Figure 6 – Word-Cloud of cleaned-up interview data for analysis

Finally, consideration was given to removing unrelated statements. For example, a dog
of one of the participants came into the room during the interview: “Um and sorry, the
dog has just decided to come and join me, um”. It was decided that these sentences can
be left in and simply be ignored during the coding phase.
Data analysis methodology
The data analysis follows the qualitative data analysis methodology for grounded theory
(Charmaz 2006; B. Glaser and Strauss 1967; B. G. Glaser 2002; Strauss and Corbin
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1990). These approaches are used as data analysis and not as theory building tools. The
approach suggests defining primary constructs (also “first-level concepts”, “themes” or
“codes”) supported by individual statements in the source data. Then, combine these
codes to second-level constructs (or “themes” to add to the confusion with “themes” in
the first step). Finally, the second-level constructs form concepts that are used to
formulate a theory (Wolf 2018).
The cleaned-up interview data in tabular format (Question -> Statement) was loaded
into Microsoft Excel. Each statement of the participant was placed in a separate line
(Figure 7).
Q
So the first question is what social media do you
use in your professional capacity? And I'm not

P
J

A

CODE

CODE

Professional capacity. for one particular client that would do put stuff on
Facebook: I'll keep an eye out on Facebook.
facebook
My use of LinkedIn has increased significantly.
increased use linkedin

J

Figure 7 – Data Analysis Table

Arguably, qualitative data analysis software such as NVIVO could have been used
instead of Excel. The authors have experience with both – Excel and NVIVO and the
analysis tools in Excel – via Pivot tables, integration to frequency features and the
author’s programming capabilities to utilise capabilities in Excel make textual analysis
(especially when it comes to “cleaning up” codes and recognising duplications, e.g.,
“LinkedIn”, “Linkedin use” and “used LinkedIn”) at least as good if not more superior
to the tools offered by NVIVO.
Each statement has been given zero, one or two “codes” – as a summary theme or firstlevel construct to be able to identify similar statements within the same interview or
across all data. On occasions a third code/theme would apply to a statement, however,
because in those cases more than one sentence was used to explain what was happening,
it was considered that two codes per sentence should generally suffice.
After the first round of coding, 212 individual codes were used. These were reviewed
and combined where appropriate. For example, the codes “Follow up personally”,
“follow up required”, and “follow up in person” (after checking) were quite obviously
different spellings of the same code. The cleaned-up list contained 190 codes.
The codes were reviewed independent of the statements and some “themes” (or secondorder constructs) were identified. These were then written out next to the statements
(Figure 8)
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Figure 8 – Second-level coding (data anonymised)

After three passes at the data, the themes were cleaned up (combining obvious
duplications, for example) and the resulting 20 themes were analysed to define concepts
(Table 4).
1. Efficiencies through tech use
2. Boundaries between personal and professional
3. Speed and quality of engagement:: I want something quick,
we don’t need to be friends
4. Video call better than phone
5. Video calls as good as face-to-face
6. Video calls become more acceptable
7. Personal aims
8. Self-promotion
9. This is "the only way" to get in touch
10. Behaviour change
11. Collaboration and Information sharing
12. Connecting to people
13. Personalised content
14. Pipeline generation
15. Non-Intrusive information gathering
16. Engagement with content
17. Active content creation
18. Email replacement
19. Information Overload
20. Technology availability / feature-function
Table 4 – Second-order constructs / Themes
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The concepts identification (Table 5) was done using the second-order constructs
without the reference to the original data.
Theme

Concept

Efficiencies through tech use
Boundaries between personal and professional
Speed and quality of engagement:: I want something quick, we don’t need to be friends
Video call better than phone
Video calling is the new
Video calls as good as face-to-face
face-to-face
Video calls become more acceptable
Personal aims
Self-promotion
Self promotion
This is "the only way" to get in touch
External Factors
Technology availability / feature-function
Behaviour change
Collaboration and Information sharing
Relationships
Connecting to people
Personalised content
Pipeline generation
Marketing and
Non-Intrusive information gathering
prospecting
Engagement with content
Active content creation
Email replacement
Alternative Comms
Information Overload

Table 5 - Theoretical concepts

The theoretical concepts were then validated by returning to the source data and finding
supporting (or contradicting) statements. Finally, the concepts were used to generate a
model of changes to social media use in professional settings.
The next section of this paper presents the concept validation and the explanatory
model.
Findings and discussion
The primary data analysis yielded five concepts: External factors, Marketing and
Prospecting (activities), Self-promotion, Relationships (building and maintenance), and
Alternative communication channels. Additionally, the notion of Video-calls,
specifically the use of MS Teams for any sort of communication (first call with a
customer, team meetings, conversation with colleagues, workshops, etc.) was so
prevalent that a sixth concept “Video calling is the new face-to-face” was added in
addition to “Alternative communication channels”.
This section discusses each concept and links these back to data. Then a model of social
media use is introduced.
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Concept: External factors

The concept of “external factors” encompasses the availability of technology and
certain features – linking it to the concept of “facilitating conditions” in UTAUT, the
changes in culture and acceptance of technology, similar to the concept of “social
influence” in UTAUT (Venkatesh et al. 2012), and also the new environmental factor
we labelled “necessity” that in this case is the lockdown caused by the pandemic.
Technology / feature function

The participants referred to available certain software features and availability of the
technologies as enabling factors to allow and encourage continuous use of social media
during the pandemic.
J: “Tools on LinkedIn like Smart links, so the actual feature function within
the social media has got better .”
G: “If I have a contact who is connected to someone else whom I do not
know, I can ask to be introduced. That is an easy way to get “linked” and
this works as a reference very well .”
G: “it is good with the video: the quality is superb …”
K: “I often have difficulties with connectivity , 'cause I don't have a
brilliant network where I live.”
O: “But for me, the most easiest way in order to do so [speak to someone]
is to use MS Teams. Why? Because I'm already using, you know physically the
computer. So I don't need to switch. I can easily use the computer ” …
“What would be interesting: on which devices you use the different apps .
So the standard setup is laptop, is smart phone. The question is if we think
about wearables in the future. Smart glasses, or better such tooling.”
O: “this [MS Teams] is much more dynamic and interactive because it's
easy to collaborate with others and to invite others into a discussion…”

Participants refer to specific software features such as “Smart Links” on LinkedIn – a
feature that allows tracking of LinkedIn users to see who (company and position)
clicked on a link shared with them via LinkedIn built-in messaging service. They also
referred to general (internet) technologies, such as the availability of MS Teams calling
feature on the desktop computer as well as on a smartphone, and connectivity, i.e.
availability of a data connection that would support video calls.
Cultural shift

The use of certain technologies was made possible through a shift of organisations’
preparedness to use certain platforms and in the shift of individuals’ attitudes towards
platforms and features.
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J: “I'm seeing that obviously more prospects are on LinkedIn themselves.”
J: “I think [use of social media] in some customers has gone up at the top
level, so there's one guy in particular[…] he now posts almost twice a day”
J: “from a technology perspective has been really interesting how more people are
readily accepting MS Teams calls”
K: “And the fact that I become so reliant on LinkedIn to find out who people
are and what they do comes stumps me when they're suddenly not there.”
K: “I find it very difficult to really build relationships with people when it's just on
MS Teams, not least because an awful lot of people don't even put their
camera on”
K: “Now there was a period at the start of COVID where not everybody had MS
Teams enabled. There were still some companies who needed to do an actual
conference call, which was quite interesting. But […] I've not found anybody
[…] in the last year who from an organizational perspective has not had
Microsoft Teams.”
K: “But in some cases are more likely to actually pick up a LinkedIn
communication.”
G: “Because through corona I have already experienced contacts who are saying
they are saturated… so there are prospects who won’t react any longer”
O: “people are used now to switch on camera. And I think there was a time
where people even tried to hide the camera picture and now I think it's even the
opposite.”
S: “I remember no one wanted to go on camera including myself because you
know you don't want people seeing into your house… And now it's weird not to
turn my camera on.”

Notable is an almost uniform acceptance of video calls. Most organisations appear to
support at least Microsoft Teams as a communication platform. Another characteristic
change is the prospects readiness to use LinkedIn as an engagement platform with
potential suppliers.
Necessity

Only one participant reported that their use of social media was not altered by the
pandemic. Others reported that there was an external need (read: lockdown) to adjust
how they used social media.
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G: “Yes, sure. Sure. I have always used it [LinkedIn] because I like it and I have
meanwhile built quite an extensive network, however, through corona I have no
other option that using it even more intensively.”
G: “They are in home office [ …]. So I call there – an empty office is no use
for me. That means the success rate through pure cold calling as we used to do
that is new clearly lower than what we get with support of Xing and LinkedIn.”
K: “I think it's probably increased since COVID. Because the ability to have
that face-to-face interaction and to reach people via email has reduced.”
O: “What didn't happen is on-site exhibitions or fairs. So you try to replace that
gap with, say, that kind of social media.”
O: “It's definitely something you need to do because in my role you are asked to
do lead generation and pipeline generation.”
S: “I'd probably go to a customer physically a lot more, or I definitely did, and now
you have no choice but to do it remotely”
M: [the way you use social media changed at all during COVID]: “I would say no.
Permanently didn't change here.”

Inability to meet prospects in person in their offices, at conferences, exhibitions or even
to reach them on the phone in their offices made it necessary to look for other avenues
to contact the prospects and get in touch.
Concept: Marketing and prospecting

Due to the data collection setting, the main focus of the participants was prospecting
(that is identifying new potential customers) and product promotion to the wider
market. These are the main activities performed on social media, however, on a more
abstract level, these correspond to the concept of performance expectancy in the
UTAUT model (Venkatesh et al. 2012).
Information gathering

All participants reported that they use LinkedIn and XING (in German-speaking
countries) to collect information about prospect organisations and individuals,
competitors and market trends.
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J: “Prospects, customers and primarily tracking. So obviously sales has
changed with the ability to do searches on things like LinkedIn”
M: “to see where other business partners or potential customers are, …
what are the trends […]you can access this platform and you can also make a
research on potential persons at customers. “
K: “I also use it a lot for research into my prospects. Both in terms of
individuals and their organizations. […] I got a lot of useful information about
what's going on in the organizations and what people are up to. […]When I
find out something useful about an individual or a company.”
O: “To follow, let's say certain people, certain companies, and whenever I
think it applicable, to make comments on this specific post so that people will get
attention..”
G: “…the advantage of XING is that I have a direct access to contact details”
Active content creation, content personalisation and engagement tracking

All participants actively engaged in content creation and sharing, specifically on
LinkedIn.
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J: “And that's primarily around trying to engage with people more directly. LinkedIn
in particular and spending a lot more time posting on.”
J: “So it's no longer fire an email and hope they answer it. It's fire an email,
have they hit that touchpoint? What are they talking about?”
K: “…trying to get messages out to my prospect organisations. They're trying to
position [our brand] …, get some interest from those prospect organisations based
on the things that I share.”
K: “there's a message that is going out to all people of a certain seniority in all of my
prospect organisations….every two weeks I get visibility of what level of
interactions that has been. I get visibility on what companies and the role type
within those companies have been interacting with material that we've been
sharing.”
G: “What will remain is the social media – information and sharing on LinkedIn and
Xing – things we do from time to time to remain a topic in the network’s
conversation. Give them new themes and ideas.”
M: “In terms of revenues for you know I'm not. I'm not promoting like new
products. I'm not accessing social media platforms and trying to, pushing some
trends or repeat the opinions, but not to get in contact with potential future
customers."
M: “It's not a digital prospecting.”
O: “I hope that if somebody is interested because of the comment [I’ve made]
that they will look out or watch out for who's [name] he's from [company name],
what is [company name]?”
O: “I use that [LinkedIn and Xing] I populate information either predefined
from let's say our marketing”
O: “But at the end of the day, lead generation means that you need to get new
contacts. And LinkedIn is one of the sources where you can generate new
contacts.”
S: “So for me personally I'm driven to sell more and therefore if I talk about the
latest products. […]That that's essentially what I'm trying to do is create a
bit of excitement around the products.”

The creation of new content and the sharing of existing content was directed not
exclusively at external audiences. In some reports, the promotion of the participant
herself was instrumental to the “why” using social media.
Concept: Self-promotion

In addition to promoting the company’s brand and products, the promotion of one’s
expertise and work appears to be a significant driver for (not-)use of social media.
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J: “And so it's a when you read that post it can be misconstrued if you've got a
chance to challenge it, ask questions: You're more likely to do that face-to-face,
or you know on a WhatsApp then you are to post on a question into
Workplace 'cause nobody likes to look like a ****, right?”
K: “It's a recognition that in the role that I do, so much of people buying behaviour
is done offline independently, without communicating with individual people who
could actually sell them some stuff. And therefore I want me and my company
to be in their minds while they're doing that.”
G: “I have always used it [LinkedIn] because I like it and I have meanwhile built
quite an extensive network”
M: “ I'm using to maintain professional relations with former colleagues. For
instance, to keep contact for potential future jobs predominantly […] to the
biggest extent for personal relations on future job offerings."
O: “Posting win flash with the hope that they will get a nice amount of likes
and hopefully our CEO will comment on that or at least our Chief Revenue
Officer.”
O: “I guess I did use Workplace in the last couple of weeks for win flash about a
Customer, but definitely with the intention not to share how specific to deal was just
to get kudos and likes and attention to the success that the team and I
had.”
S: “I also get a lot of recruiters that way. There's a lot of activity I, I think it's
just good to build up your profile more than anything. “
S: “and I think that goes because people are not physically in office, they feel like
they have to like ‘oh, look what I'm doing.’ Because it's like that validation of
‘Please, say that I've been working really hard on something’.”

Self-promotion applies to positive positioning of oneself to the customers, colleagues
and a wider network of “connections” – a rather more loose relationship (Gilbert and
Karahalios 2009).
Concept: Relationships

One of the main distinguishing features of a social media platform is the ability to form
and maintain relationships and to make them explicit (Dolan et al. 2019; Leonardi et al.
2013).
Connections in a network

Participants of the study mentioned used the term “connection” describing their virtual
relationships on LinkedIn or XING. A “connection” (or contact) is a reciprocal virtual
link between two users on LinkedIn marking them as being “people in each other’s
network”. LinkedIn also allows viewing the 2nd- and 3rd-degree connections.
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K: “but to me, making a connection on LinkedIn is just the first step that to
me, is not a relationship, that's just “OK. They're open to some kind of
communication from me”.
G: “when I get a new connection on LinkedIn, then I try, so to say, the next step
in the contact establishment that means a personal conversation […]”
O: “At least the first touch point yeah, to try to connect people and to get then
into, not necessarily, physical, but at least into a real phone call or real MS
Teams meeting or something like that.”

Notable is the differentiation made by the participants between a virtual connection on
Linked in and a “real” phone call or a “real MS Teams meeting”.
Maintaining relationships

Social media are also used to “maintain” existing relationships.
J: “Typically if you're going into an office you're not on those channels
[LinkedIn] as much because you talking to people or get engaging and things like
MSTeams”
K: “It's about supporting that brand recognition so that when they are ready in
the buying cycle, they've got some idea of who we are and what we do and
ideally would actually reach out. No one ever has. Yet.”
G: “Actually – it’s all just about contacts.”
M: “I'm using to maintain professional relations with former colleagues. For
instance, contact for potential future jobs predominantly.”
O: “we had physical on site meetings, but just two weeks […] But then we
moved from this physical meeting into a completely virtual mode with
teams.”
S: “I try […] videos are really useful to customers on the front line. Although I have
obviously a lot of exec engagement on my LinkedIn. I've also got a lot of kind of
end-user type, functional type Connections. so I think it's important to appeal to
everyone.”
S: “And I think certainly things like WhatsApp are played a big part in that. And I
definitely message customers before, but nowhere near the scale that I do
now.”

It appears that any stronger engagements and relationships are built outside of LinkedIn
– either in personal conversations, phone- and video calls.
Internal relationships

Internally, social media is used in a variety of ways.
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J: “I met with the UK team. People that I've been dealing with for the last
year and a half two years that you've never met. Meeting them in first time in
person. It's almost like you've known them. It's like meeting old friends, even
though you'd never formally met them.”
M: “so it helps in matrix organizations in particular, but also to get in contact and
stay in contact with persons outside of your reporting lines .”
G: “No, nothing new there – I could and would call the colleague in Australia if
needed”
S: “Internally we have a team WhatsApp, so we keep each other up to date
that way and things like my manager wants us to do gets cascaded that way. “
S: “You know, before you would catch up for five minutes at the coffee
machine and that was it, but now you had to schedule a call to have that quick
catch up and then you spent the 1st 10 minutes of it just discussing COVID.”

Social media are a communication platform to disseminate information but also a place
to ask for help, keep in touch and collaborate.
Collaboration

Collaboration mainly happens on MS Teams in conjunction with the Cloud Document
storage by Microsoft: SharePoint, although the participants do not explicitly distinguish
these platforms.
J: “But I think the fact that these technologies and this collaboration technology
[MS Teams] now is more prevalent.”
J: “[WhatsApp] It's more about a quick response. You want a quick response from
someone. And but you don't connect with everybody.”
K: “it’s very heavily used in the UK for any opportunities were expected to store
documentation. They were expected to, you know, do certain governance
processes in Microsoft Teams.”
K: [When do you use Workplace?] “it's more if I have a specific question that my
pre sales team can't help me with.” [and WhatsApp?]: “Just occasionally, if I
there's something I think my colleagues as a collective might have some input on.
That's a rare thing I actually will rely on that.”
O: “For communication purposes with the team, and there are several solutions,
one is still WhatsApp in order to get there, but most likely very short and very
simple questions placed.”
O: “MS Teams is a kind of collaboration tool and I will believe it's here to stay”.
O: “Um, so I it has lots of benefits and it's it makes collaboration much easier.”
S: “Internally we have a team WhatsApp, so we keep each other up to date that
way and things like my manager wants us to do gets cascaded that way.”

Internally, the main tools used are MS Teams for communication purposes and
WhatsApp for “quick answers”.
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Concept: Alternative communication channels

The participants have observed that social media are replacing the established
communication channels of Email and Phone
J: “from a technology perspective has been really interesting how more people are
readily accepting MS Teams calls”
J: “I hope it stays because I've managed to do the same with customers. Had
managed to speak to customers on MS Teams that it isn't like the old
fashioned phone call. Because it’s face-to-face, is it better in person? It's
certainly more productive”.
K: “I find that an awful lot of people, just completely ignore the emails I send. But
in some cases are more likely to actually pick up a LinkedIn communication.”
G: “This is also possible vial email but Xing or LinkedIn have the
advantage that one sees a face belonging to the message and you get more
details for the counterpart. And this is commonly followed by a phone
conversation.”
M: “we are more on the road again, so but still very in the car using MS Teams
a lot [instead of phone calls]”
O: “if you compare this with a mail and a mail is just like a ping pong. In MS
Teams you can really say, OK, let's talk about it. You can even follow up on chats
later on, so it's not…, it's more.”
O: “Um, so the classic phone call, I think, is not necessarily needed. As long as you
have data coverage.”
S: “[Send a WhatsApp] and that’s, to be honest, so much more efficient than
just another email because that just gets lost in The ether off the big black hole of
inbox.”

From this point of view, social media appears to become the platform of choice for
communications internally and externally.
Concept: video calls to replace face-to-face meetings

The participants mention various social media, however, the use of MS Teams as a
communication platform with external users and collaboration platform internally was
so prominent, that it deserved a dedicated concept.
Acceptance of video calls

Video calls appear a preferred communication method. A communication method that
may replace on-site visits.
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J: “And I've had some real open discussions with customers because they are now
more open face-to-face than they are on the phone. You can read body
language. And if it means you and I can have a discussion that's more productive
and better and more engaging.”
K: “I find it very difficult to really build relationships with people when it's just on
MS Teams, not least because an awful lot of people don't even put their
camera on or a lot of people have difficulties.”
M: “But also from a personal, let's say, a lifetime or let's say work life
balance perspective. It's a bad thing because the hours spent are more
intense, in particular because of the camera.”
G: “Previously you’d have a meeting in Munich, and I am in another region. You
would fly over for the first meeting. We will become more selective when it
comes to travel. But I would say when there are important meetings, negotiations,
or critical meetings in the sales cycle; these you would do face-to-face.”
O: “I think this [vide call] makes more attention and you can also see a little bit the
physical reaction of a phase or something. And these times you can even do this
with the mobile. Most of your customers you know, because lots of
companies have MS Teams these days… It's definitely something which you
know people are used now to switch on camera so.”
S: “I remember no one wanted to go on camera including myself because you
know you don't want people seeing into your house. You didn't want people to,
well, you just didn't want it. And now it's weird not to turn my camera on.”

The video calls are so accepted now that participants refer to video calls as “face-toface”, a term previously reserved for on-site meetings in person
Video calls for building relationships

Although there are different opinions on how far video calls can replace in-person
meetings, there is a consensus that some of the meetings that would have happened in
person can now happen online.
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K: “… for all the kind of there's a lot of running maintain things when you need to
have a group of people talking together That you can progress just fine on MS
Teams. But it's where there's something really challenging or something that's really
heavily focused on relationship building I don't think it is good enough.”
J: “… we always used to say you cannot beat a face-to-face meeting. Actually, I
think you're probably right, but you can come pretty bloody close, and
sometimes it's better that you can totally focused on the person, not where you
just had to rush to get into a meeting and you've travelled 3 hours in a car.”
G: “Q: ‘Is that a good tool to build a relationship with the customer?’ No. A very
clear no. It is god with the video, the quality is superb and one can converse and
you can do lots of meetings in a short time span…the personal level, especially the
trust-building – this is something you won’t achieve on [Microsoft] Teams”
O: “So it does not replace and physical on-site meeting. I think that's still the best
way to build up a relation. But if you don't have the possibility because you work in
a COVID environment or in a kind of home office because, it's definitely much
better to have a call with them with the video stream instead of just having a call….
But it's still. It's still not replacing, from my point of view, a physical
meeting.”
S: “I think is whereas before … I'd probably go to a customer physically a lot
more; and now you have no choice but to do it remotely …. I think we've definitely
gone past the point of no return in terms of… Not In terms of ‘online platforms
taking over’, I think that [the vide conferencing] will be forever there, like we're
doing now. But I don't think it's going to be the only thing.”

Through the sustainability lens, the wide acceptance of video calls appears to have a
lasting positive impact on the reduction of business travel.
Model development
Drawing-board was used to arrange the concepts visually and try to formulate
relationships between them (Figure 9). Some themes were not included in any of the
concepts, and some of the codes remained unallocated.
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Figure 9 – Early model development

The purpose of the model was to explain the changes in social media use and to
understand whether these changes are permanent or temporary.
Second pass at coding and themes, now with a provisional conceptual model (Figure
10).
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Changes in behaviour and culture

Figure 10 – initial Conceptual Model

This model lacked the relationships between concepts and thus explanatory power.
Interpersonal relationships were increasingly used on social media for self-promotion
and prospecting and marketing activities. This change was supported because social
media offered new ways of communication, specifically, because of the availability and
acceptance of video calls. While the availability of technology per se, i.e. internet
connectivity, video calling software, ability to share documents etc. was a necessary
enabler, the shift in how social media are used for work was driven by external events
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(namely lockdowns caused by COVID). These events in combination with drives for
more efficiency led to a cultural shift that supported the changes in social media use.
The changes in social media use led to a realisation that there are efficiencies that can
be gained. These efficiencies in conjunction with the cultural shift make the changes in
social media use persistent beyond lockdown (Figure 11).
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Figure 11 – Model of sustained Social media use change

The model highlights two notable aspects. First, the existence of technology (LinkedIn,
established in 2002, MS Teams available from 2017, SharePoint in 2001 and so on)
was not in itself enough to cause the sustained change in social media use for
prospecting and marketing. The changes were gradual. It required an external event (the
lockdown) to force a change in social media use practices. Second, although some
changes were attributed to the external necessity (e.g. MS Teams calls instead of onsite visits), the continuous practice led to a shift in the culture and acceptance of these
technologies so that the initially enforced changes are now embraced and video
conferences are on some occasions the preferred option.
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Discussion
The data provided an insight into how the use of social media has changed during the
pandemic. The changes, although initially triggered by the fact that no travel was
possible, appear to have become ingrained in the macro culture (accepted by the endusers, their organisations, customers and prospects) and thus to persist beyond the travel
restrictions that caused the changes.
Looking at the changes through the lens of SDGs, the impacts are two-fold. On the one
hand, there appears to be a general acceptance that the on-site visits will be reduced and
online meetings will replace a portion of the travel.
J: "I've had some real open discussions with customers because they are now
more open face-to-face than they are on the phone. You can read body language.
And if it means you and I can have a discussion that's more productive and better
and more engaging all without having to drive 4 hours each."
K: “for all the kind of there's a lot of running maintain things when you need to have
a group of people talking together. That you can progress just fine on MS
Teams.”
G: “Previously you’d have a meeting in Munich, and I am in another region. You
would fly over for the first meeting. We will become more selective when it
comes to travel.”
M: “[has your use of social media increased during Covid?] Yes, tremendously.
[And do you think it will go back when once COVID is over?] No, I wouldn't say
so. It will. It will not go back.”
O: “… on physical meetings, but just very specific and then the overall closing
could be, for example, with MS Teams”.
S: “Not In terms of online platforms taking over: I think that will be forever
there, like we're doing now. But I don't think it's going to be the only thing.
Because I think you need that human contact.”

There appears to be a consensus that the established use of social media will reduce inperson meetings and thus travel.
However, there are indications of negative developments pertaining to information
overload and the disturbance of work-life balance.
For example, the participants do not participate on the internal social networking
platform “Workplace” because of too much information:
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J: “I primarily use workplace if I want to find out who somebody is in our
organization. There are too much. There's too much information on workplace
so it gets lost. […] When I do go into it, you find there are like 300 postings and
then you kind of skim through it so.”
K: “[the organisation] posts a huge amount of things on workplace which are
apparently really important, things that I don't actually see. Because the notifications
seem to be all or nothing, and if you have them on you just flooded. So I had to
switch them off. So the fact that the firm relies so heavily on that the
communications is problematic for me.”
O: “I just I found workplace in the in the following context a little bit of
uncomfortable. […] You need to have several levels in order to structure
information and workplace is not deep enough in regards to hierarchies so. […]
So therefore, for me, workplace is less attractive.”
S: “I struggle to keep up with now because there's just so much content on.
[…] Most people have just switched off remote because there's too much. There's
too much information going through it that people would just like, can't be bothered
anymore.”

Ironically, one of the participants believed that she is the only one struggling: “I can’t
keep up. But I mean, that's really bad example because most people go the other
way.”
A similar phenomenon appears to be happening on public networks as well. The
information is too much and everyone seems to be struggling for the right amount of
content.
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J: “… LinkedIn from a social perspective and that it's interesting to see what will
happen there because the late, the younger generation now we're starting to put
stories on there about “this is my dog and look at him. Isn’t he lovely?” […] That's
wonderful, But similarly it say…. you don't want it to turn into that. It's a great
story. Should it be on there or should it be on Facebook?”
K: “So if there's a magic bullet to actually getting LinkedIn to generate genuine
interest. Then I would love to understand what that magic bullet is. Because I do
spend a lot of time doing a lot of stuff that I'm not entirely convinced actually
brings any benefit.”
G: “There are businesses who use it and the marketing departments use it and they
send mass communications and so. So these platforms they are in parts already, I’d
say… because we are not the only ones who use them, there are several others
who try to connect. So there are prospects who won’t react any longer.”
O: “But it's just a kind of commodity. Now LinkedIn has so much information
and kind of commodity information that you could easily say […] everybody
has great enterprise, everybody has great service management blah blah blah. […]
now the amount of updates is simply unbelievably high.”
S: “I mean how customer say to me all the time? Like I saw the same piece 40
times because everyone’s reposted it exactly the same way. Exactly this and that
and I completely get it for me. It's just it's so dull."

With the growing number of video calls, the boundaries between personal and work
lives have blurred, and all participants reported the intrusion of work into their personal
space and stress caused by the continuous use of IT.
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J: “So if you post something where I've become quite acutely aware of is when
you post something publicly, you have to post it on the basis that the audience
may not take that information in the same way that it's delivered.”
J: “I was seeing where he was and he shouted out behind the window. He was
shouting at his kids it the dynamic changed right?”
K: “It's a difficult one to evaluate, but as long as the general remote working
continues where people are just constantly on MS Teams meetings back to back
and going through emails.”
K: “I mean, I don't enjoy spending hours and hours and hours on LinkedIn…”
G: “I have always used it because I like it and I have meanwhile built quite an
extensive network, however, through corona I have no other option that using it
even more intensively. [Does it mean as soon as we can travel we’ll be back to
face-to-face?] Well, yes, I believe it will be less and it is a good thing. But it
won’t go back completely.”
M: “But also from a personal, let's say, a lifetime or let's say work life balance
perspective. It's a bad thing because the hours spent are more intense, in
particular because of the camera.”
O: “video conferencing has the biggest impact here like either a WebEx or
Microsoft Teams. Because there is from my point of view, especially due to the
amount of Home Office”
S: “I have had customers tried to add me on Facebook and I'm like “no”. I
draw the line there 'cause I just think it's… I don't want them to know what I do
at the weekend. I find that a bit weird. It kind of oversteps the mark for me and I
think you have to have boundaries with these kind of things."
S: “It's kind of like the barriers that were once there in terms of work personal life
have definitely changed. That’s not always a bad thing like some of it feels a little
bit invasive, but also it's quite nice to see someone’s kids just running across the
big pane 'cause it makes that CIO like more human.”
S: “Traffic work wise: That’s changed, I mean I spend all day in front of my
laptop now. Say, and that's across all channels, isn't it so?”

The changes in social media use initially caused by the necessity of finding alternative
ways to engage with colleagues, prospects and customers have helped establish new
practices, engagement and communication approaches. The continuous use of social
media, specifically video conferencing tools led to a wide acceptance of Microsoft
Teams as a communication platform, change in the social acceptance of video calls.
Further, extensive use of LinkedIn for information sharing and gathering, and for
initiation of conversation (a “warm calling” as one of the participants called it) the
increased readiness of business professionals to connect and communicate via that
platform instead of telephone calls and emails. These cultural changes appear to have
led to a permanent change in the business practices of business travel and thus to have
a long-term positive environmental impact. Simultaneously, the constant exposure to
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video conferences, back-to-back meetings and the amount of work-related information
shared across platforms led to an even greater blurring of barriers between personal and
professional and higher stress levels.

Conclusion
The research in this paper addresses the question of how social media use changed
during the pandemic and whether these changes are temporary or permanent through
the lens of sustainability. The empirical qualitative data is used to develop an
explanatory model of technology use change.
The academic contributions of the paper are two-fold. First, the paper contributes to
theory of technology use and adoption. The presented model explains how changes in
technology use are triggered and persist in organisations through continuous use and
the resulting cultural shift. Second, the paper contributes to methodology. The data
collection method used video conferencing software and automated transcriptions for
the interviews. This paper describes the data processing process from the
methodological point of view, highlighting pitfalls and advantages of automated
transcriptions and the use of video-recorded interviews.
Further, the paper contributes to the sustainability literature by highlighting the
interplay of positive sustainability outcomes relating to reduced travel because of
intensified social media use as a surrogate for in-person visits and the negative
outcomes due to the increased stress levels and unbalancing of the work-life balance
for employees.
Equally, the findings have practical implications. Specifically, the understanding that
enforced continuous use of technology may lead to wider acceptance and an
accompanying cultural change. One of the most surprising findings is the fact that video
calls are referred to as “face-to-face” meetings. A clear indication of a change in
discourse and a sign of a sustained acceptance of video conferencing tools as a
substitute for business travel.
The research and the findings have some limitations that must be highlighted. The
research is a short single case study and would benefit from validation and further
extension. Additional case studies would contribute to external validity and verify
whether the findings can be applied in different contexts. A longitudinal approach after
all restrictions are lifted would help to assess how the identified changes are sustained
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past the pandemic. Finally, another quantitative approach may use the findings to
formulate hypotheses and validate the results in different settings.
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